New Marketing Tools in the Blood Service to Optimize Quality Management by Любчак, Владислав Вiкторович et al.
2192
Wiadomości Lekarskie, VOLUME LXXIV, ISSUE 9 PART 1, SEPTEMBER 2021 © Aluna Publishing
INTRODUCTION
According to scientific research, there is a catastrophic 
shortage of blood donors in Ukraine. It is estimated that 
33 donations per year per 1,000 inhabitants are the norm 
for developed countries. Currently, this ratio is 11.28 
donations per 1,000 population [1]. Moreover, 70% of 
donors in Ukraine donated blood only once in their lives. 
There is a constant shortage of blood in medical facilities 
with proper safety. Therefore, it is essential to find out why 
people do not donate blood and find ways to provide them 
with modern marketing communication tools.
In recent years, the number of studies on marketing 
activities in blood service facilities has increased [2-4] as 
well as number of specific marketing tools [5-8].
Much attention is paid by scientists to the motivation 
of donors and the factors influencing potential donors’ 
behavior.
Many studies have investigated the factors that deter 
people from being donors [9-16]. Some authors tried to sys-
tematize them [9;14], are offered tools for their elimination 
(10;17]. The subjects of the study were different categories 
of the population: youth [10], migrants and minorities [10, 
and the population of individual regions [17-18].
Some researches in the review focus on what is holding 
back primary donors and what measures can help keep 
this group going. Bagot identified traditional, behavioral, 
or social factors [9].
Other authors developed a four-factor structure associat-
ed with fears: 1) symptoms of the syncopal system (fainting 
and dizziness), 2) blood and needles, 3) social assessment, 
and 4) the results of a health study [14].
Although the risk of fainting and dizziness is low during 
blood donation, it remains a problem for many donors [15].
Some of restraining factors is post-donation adverse 
reactions, which occur in 0.08–13% of donors in differ-
ent countries, were systemic and can be caused by many 
factors [12].
Some researchers found that medical fears, including 
blood fears, play a great role in future attitudes and inten-
tions regarding donation [12].
Other researches analyzed culturally specific factors 
influencing donor motivation in South Africa. They 
classified all deterrents into fears, negative attitudes, and 
lack of knowledge. In addition to the generally accepted 
factors (fear and lack of awareness), a unique factor for 
the South African population was found – skepticism, 
generated by the perception of racial discrimination in 
blood sampling [18].
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Some researchers studied the factors influencing blood 
donation among migrants or minorities in sub-Sahara. He 
identified the following significant periodic barriers: delays 
due to insufficient hemoglobin, fear of needles and pain, 
social exclusion, lack of awareness, negative attitudes toward 
donation, and problems with the availability of blood center 
locations. Significant incentives for the studied populations are 
altruism, free medical examinations, and specific marketing 
campaigns to raise awareness [10].
Other researches analyzed the factors, level of knowledge, 
and motivation for blood donation among young people, 
including university students. The authors identified the 
most common phobias: fear of needles, fear of fainting when 
donating blood, lack of time, discomfort at the sight of blood, 
fear of infection during blood donation, lack of confidence in 
the equipment used. Fear of the needle reduces the probabil-
ity of being a donor by 76%; lack of time is also statistically 
significant. The authors found that blood donations were 
more likely spread among students who volunteered and 
took an active part in the political or religious movement. To 
combat fears, the authors recommend using altruistic feelings, 
primary care at an early age, ensuring the availability of time 
and proximity to blood donation centers by organizing mass 
blood collection events, for example, at the universities [11]. 
Fear of blood, injections, and fainting are obstacles to blood 
donation in Brazil. Efforts to recruit and retain blood donors 
should convey information about blood donation processes 
and eliminate misconceptions that may increase fear [17].
One of the marketing tools to combat fears is the possibili-
ties of virtual reality, including 360o video. Treatment centers 
are already using virtual reality possibilities to treat patients. 
Studies confirm the effectiveness of their use to combat pho-
bias [7]. However, there are no studies on the effectiveness 
of virtual reality in dealing with phobias in healthy people.
Due to its clarity and convenience, virtual reality is a modern 
marketing tool for transferring information about complex 
processes. This tool has become increasingly popular in many 
sectors of the economy in recent years and is actively used by 
leading companies to improve interaction with consumers. 
However, from the point of view of the scientific approach, 
virtual reality in the service of blood is insufficiently studied.
According to many studies, young people are a useful cate-
gory, because starting a career at a young age can be a donor 
for many years. However, young people are the least likely to 
return to donate blood compared to other age groups [19]. 
There are numerous publications on working with young 
people as potential donors [20], the focus is mainly on their 
motivation [21], the factors influencing their behavior, the 
reasons for refusing to donate, the intention to become donors 
[3;22]. At the same time, there is almost no research on chang-
ing attitudes towards donation with modern marketing tools.
THE AIM
The study aims to identify the main fears of young peo-
ple in the city of Sumy regarding blood donation and to 
develop ways to eliminate these phobias among students 
with modern marketing tools.
Moreover, the following scientific objectives have been 
identified:
1.  determine the reasons for refusing a donation (objective 
and subjective);
2.  identify the causes of blood donation that can be in-
fluenced;
3.  propose measures to eliminate specific causes and myths.
MATERIALS AND METHODS 
A survey among Sumy State University students on donation 
fears was conducted. The study was conducted for two months 
– from 1.12.2020 to 1.02.2021 among students of 1-6 courses. 
The general population is 13,500 people. The sample size is 
374 people, 95% confidence interval, 5% confidence error. The 
sample is typically non-random. The research was conducted 
by questionnaire in paper and electronic form. The study 
involved 374 people aged 18 to 28 years (mean age 22 years).
The questionnaire contained the following questions: 
1. Did you donate blood as a donor? 
2. If not, for what reason did you not do it? 
3. Your age. 
It created a 360 o video, which demonstrates donating blood 
process, showing further actions with the institution’s collected 
blood. Video’s duration is 20 minutes.
After that, a focus group among students who feared do-
nation was organized. Ten participants were shown a 360 o 
video recorded in the center of the blood and discussed how 
to donate blood after watching the video.
RESULTS AND DISCUSSION
The analysis of the survey results revealed the main rea-
sons that deter young people from being donors. Using 
the grouping method, the whole set of respondents was 
divided into main groups for deterrent reasons.
According to a survey (answers the question: If not, for 
what reason did you not do it) of 374 Sumy State Univer-
sity students, it was found that 61.7% of respondents (185 
people) have a phobia of donating blood.
The main phobias are the fear of becoming infected 
during the procedure (37.7% or 113 people); fear of the 
procedure itself due to ignorance and misunderstanding 
what to wait for (14.0% or 42 people) and fear of the nee-
dle, blood, and the possibility of discomfort during the 
procedure (10.0% or 30 people).
Of the 115 (38.3%) respondents who took part in the 
survey, other reasons not related to phobias were identified; 
in particular, 26.7% (80 people) answered that they could 
not be donors due to poor health, and 11, 6% (35 people) 
due to personal laziness.
All these reasons can be divided into objective (which 
we cannot be influenced), and subjective (which can be 
corrected) (Table I).
Objective reasons, such as the inability to be a donor due 
to poor health, cannot be influenced directly.
Subjective reasons are adjustable. People afraid of being 
infected fear during the procedure, of procedure through 
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ignorance and misunderstanding of expecting, needle or 
blood, and the possibility of discomfort during the proce-
dures. Laziness is a generalized cause that requires more 
detailed analysis. 
As a result of the obtained data, it was found that it 
is most appropriate to influence respondents who have 
phobias to donate blood due to fear of the procedure, 
ignorance, fear of needles, blood, and discomfort, which 
is 61.7% of all respondents. It was proposed to use the vir-
tual reality possibilities, including 360 o video, to eliminate 
specific causes. It will allow the potential donor to get rid 
of fears without any harm to health.
Every year, 360 o videos are gaining more and more 
popularity. People can highlight the following advantages 
and disadvantages of this video compared to traditional 
videos (table II).
It was developed a 360 o video, which demonstrates the 
process of donating blood, showing further actions with 
the collected blood in the institution. Video continues for 
20 minutes.
This video allows potential donors to fully immerse 
themselves into the virtual world, where they can see 
firsthand how the procedure takes place and observe the 
reaction and mood of other donors who are in the area at 
the time.
This video was shown in a focus group (10 people who 
participated in the study described above, had never been 
donors before, had fears about donation). According to the 
focus group, 60% of respondents reported a change in the 
attitude to blood donation to a positive one, which may 
indicate this tool’s effectiveness.
Table I. Causes of blood donation, developed by the authors
Reasons for not donating blood % of respondents
Opportunity to influence the 
change of attitude
Objective reasons:
inability to be a donor due to poor health 26,7 no
Subjective reasons:
fear of becoming infected during the procedure 37,7 yes
fear of the procedure itself due to ignorance and misunderstanding of what to 
expect 14,0 yes
fear of the needle, blood, and the possibility of discomfort during the procedure 10,0 yes
personal laziness 11,6 yes / no
Table II. Advantages and disadvantages of 360 o video, systemized by the authors 
Advantages of 360 o video Disadvantages of 360 o video
It allows people to demonstrate a complex process more clearly  
(donor blood donation).
It is the time-consuming process of creating 
a video.It has an interactive nature, attracts the attention of the target audience, a high level of audience involvement.
It demonstrates quality and comprehensive services.
It explains how to work on the most complex product.
It needs a powerful computer to create video.It allows people to gain experience and unique impressions in advance.
It increases  the time of viewing and attention retention. 
It demonstrates the atmosphere, emotions and impressions to the viewer.
It is a high cost of video.It increases the level of trust.
It allows people to manage content and view only the information that interests the 
viewer the most.
Fig. 1. The ratio of those who changed and did not change their attitude 
to donation
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Unfortunately, it was impossible to ask all respondents 
from research about the 360 o video. We interviewed only 
a small number of people in the first part of the research 
before and after watching this video. Moreover, it is im-
possible to say about the high effectiveness of this study. 
It needs further studying.
CONCLUSIONS 
The study identified the main fears of donating blood as 
a donor, including fear of infection during the procedure, 
fear of the procedure itself, fear of the needle, blood, the 
possibility of discomfort, laziness, and inability to donate 
due to poor health.
Some of them are psychological and are associated with 
a lack of awareness about donating blood. Some of them 
can be influenced by marketing communication tools. 
It was developed a 360 o video to the case number of 
donors. The video demonstrates donating blood, showing 
further actions with blood in a blood service facility. The 
video allows potential donors to fully immerse themselves 
in the virtual world, where they can see firsthand how the 
procedure takes place. As a result, some non-donor people 
will be able to ensure safety, sterility, to reduce the fear of 
donation and further increase the likelihood of becoming 
regular donors. This makes it possible to optimize quality 
management in the blood service.
Initially, it was expected an increase in those who 
changed attitudes towards blood donations. Only in a result 
of this study, it was found that it reaches 60% of the study 
group. This makes it possible to predict more accurately 
further the marketing activities results.
This study’s results may be useful for blood service 
providers and organizations involved in donor advocacy, 
advertising campaigns to attract and retain donors.
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